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Abstract 
In the competitive banking industry, the impact of bank brand image on the attitudes and behaviors of customers 
become an important issue. For banks today, the strength and marketing power of an institution’s brand is 
rapidly becoming one of the critical levers for differentiation and success. The aim of this study is to examine the 
relationship among bank brand image, customer satisfaction, and loyalty. The researcher purposely selected one 
institution, Kenya Commercial Bank (KCB) to conduct the research. The results reveal that bank brand image 
has positive effects on customer satisfaction and loyalty. It means that a positive bank brand image not only 
increases customer loyalty directly, but it also improves customer satisfaction through the enhancing of 
perceived service quality, which in turn increases the loyalty of customers. Bank brand image indeed serves as a 
lead factor in enhancing service quality, customer satisfaction, and loyalty.  
 This study proposes that bank managers should strive to create and maintain the positive bank brand image in 
order to enhance customer satisfaction, and loyalty. 




Brands have become one of the most discussed phenomena of market research in recent years. Branding, 
therefore, has become a very significant concept in just about all organizations. However, its emphasis is more in 
the private sector than public due to the nature and levels of competition. Branding has been around for centuries 
as a means to distinguish the goods of one producer from those of another (Kotler, 2001). Branding has become 
one of the most important aspects of business strategy yet it is also one of the most misunderstood. In the 
competitive market, branding is a valuable intangible asset of a company. Branding plays an important role 
because positive brands will enable customers to better visualize and understand products, reduce customers’ 
perceived risks in buying services (Kim et al.,2008), and help companies achieve sustained superior 
performance. In particular, brand image is a critical issue in the field of brand management.  A good and 
effective brand normally has attributes which endure them to their loyal customers.  
According to Keller (2003a) banks have understood the key to what makes them different: the relationship that 
develop between a customer and a banker under the support of the brand.  A good brand name is critical in the 
financial services industry.  It is important in the financial sector as it helps organize and label the myriad of new 
offerings in a manner that consumers can understand (Keller, 2003b). Banks rely heavily on their reputation. 
After all, banking only works if the consumer is willing to trust the bank company with large sums of money. 
Branding is particularly important to the financial sector in the current economy, since investors and other big 
spenders are being cautious about making large financial transactions. Structurally, bank brands are handicapped 
in that they cannot be illustrated.  
For banks today, the strength and marketing power of an institution’s brand is rapidly becoming one of the 
critical levers for differentiation and success. Banks need to provide a consistent brand experience to prevent 
customers from switching to rival banks. Hence, the field of bank service is now emphasizing the importance of 
customer-oriented marketing. Banks endeavour to establish marketing strategies which promote brand image 
among customers for enhancing the satisfaction and loyalty of customers as well as further promoting 
performance. Although bank brand image is becoming an increasingly important issue in the competitive 
banking industry few studies are available in this field.  
This paper reviews literature on the relationship between bank brand image, customer satisfaction and loyalty 
from research work of gurus branding and similar concepts. The key question to guide the research is: what 
impact does bank brand image have in customer service and loyalty? 
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2.0 Literature review  
2.1 Bank Brand Image 
Brand image is the current view of the customers about a brand. The impressions consumers have of a company 
extend well beyond the product or service the firm provides. According to Porter (1985) brand image is a mental 
image that reflects the way a brand is perceived, including all the identifying elements, the product or company 
personality, and the emotions and associations evoked in the consumer’s mind. It can be defined as a unique 
bundle of associations within the minds of target customers. Keller (2003c) defines brand image as perceptions 
about a brand as reflected by the brand associations held in consumer memory. It is a set of beliefs held about a 
specific brand. In short, it is nothing but the consumers’ perception about the product. It is the manner in which a 
specific brand is positioned in the market. Brand image conveys emotional value and not just a mental image. 
Brand image is a composite of perceived quality and esteem dimensions. In other words, brand image is a 
perception of a brand held in customer memory and reflecting a customer’s overall impression. A positive brand 
image can be considered as a crucial ability of a corporation to hold its market position. A brand image of a bank 
is not absolute; it is relative to brand images of competing banks. The customers often form a brand image of a 
bank from their own banking experience. Furthermore, bank brand image possesses a strategic function. Through 
strategic marketing activities, the brand image of a bank can be used to help it improve its competitive position. 
Thus, a favourable bank brand image helps strengthen the intentions customers have for selecting a bank. 
2.2 Customer satisfaction 
Oliver (1997a) noted that satisfaction is a general psychological state which is about the expectation for 
emotions and experience from shopping behaviour.  Similarly, Andreassen and Lindestad (1998 a) claimed that 
customer satisfaction is the accumulated experience of a customer’s purchase and consumption experiences. The 
client satisfaction in this paper will be measured through overall satisfaction toward the services. Yi (1990) 
mentioned that customer’s satisfaction is influenced by two factors which are experiences and expectations with 
service performance. Operationally, satisfaction is similar to an attitude, as it can be assessed as the sum of the 
satisfactions with the various attributes of the product or service r.  Customer satisfaction may be defined as 
expectation before purchase and perception about performance after purchase. This is a term which is used as a 
measure of how products and services supplied by a company met or surpass customer expectation.  In the 
service environment, customer satisfaction has been seen as a special form of customer attitude. It is a 
phenomenon of post-purchase reflection on how much the customer likes or dislikes the service after 
experiencing it , and it can be treated as a fulfillment of consumptive goals as experienced and described by 
customers (Oliver, 1997b).  Furthermore, the strategic importance of customer satisfaction for organizations is 
even more highlighted .In a competitive marketplace where businesses compete for customers like in the 
banking industry; customer satisfaction is seen as a key differentiator and increasingly has become a key element 
of business strategy. It is essential for companies to effectively manage customer satisfaction.  
In the banking industry customers are concerned with issues like account information, channel activities, fees, 
problem resolution and product offering. Customers will appreciate if they receive personal service at their 
branch, but the interactions are slowly declining as the numbers of online, ATM and mobile banking transactions 
increase. Providers of banking services need to understand the customers' expectations and try to meet them. For 
banks, satisfied customers are important because they are more likely to keep using banking services and 
maintain the relationship with a specific bank, and recommend the bank to others. 
2.3 Loyalty 
Loyalty is a positive propensity for an organization or brand (Da Silva and Alwi, 2006). In general, loyalty has 
been considered in various ways, such as positive word of- mouth, repurchase intention and so on. Burton (2002) 
argued that loyalty is probably better seen as attitude than behaviour. In spite of the arguments about whether 
loyalty should be conceptualized as attitude, behaviour or both, it is apparent that most studies have 
conceptualized loyalty as a behavioural intention or behavioural response. Customer loyalty is a deep 
commitment by the customer to re-purchase or re-buy service and product from one particular firm or agency in 
the future thus customer repeating same brand for purchasing Oliver (1997c). To achieve higher business 
growth, banks must increase customer loyalty by delivering a distinctive experience that combines the right mix 
of convenience, value and service and forges an emotional bond with consumers. In the current tough economic 
environment, it become even more imperative to retain the good customers and proper handling of customers 
becomes even more important to business success. It is always cost effective to have and grow an existing 
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customer who is profitable than getting a new one. With banks going through cost cutting measures due to 
financial pressures it becomes more important to closely monitor customer experience. 
Customers expect consistent service across the branch networks so it is important all the staff access to a single 
database which gives a single view of customer across the different business lines. They also expect their views 
to be heard by management to improve on service quality.  Customer loyalty may be more appropriate viewed as 
a behavioural intention. Hence, customer loyalty acts as a competitive asset for banks. 
 
3.0 The relationship among bank brand image, customer satisfaction and loyalty 
Brand image was viewed as an important factor in the service evaluation. There is ample evidence that image 
significantly affects customers’ evaluative judgments such as perceptions of quality. Moreover, Bloemer et al. 
(1998) investigated the image related issues in banks and pointed out that a positive brand image of a bank 
significantly improves perceived service quality. That is, brand image is a critical determinant of service quality. 
The idea behind brand image is that the consumer is not purchasing just the product or service but also the image 
associated with that product or service. Brand images should be positive, unique and instant. Brand image has 
not to be created, but is automatically formed. The brand image includes products' appeal, ease of use, 
functionality, fame, and overall value. Brand image is actually brand content. When the consumers purchase the 
product, they are also purchasing its image. Brand image is the objective and mental feedback of the consumers 
when they purchase a product. Positive brand image is exceeding the customers’ expectations. Positive brand 
image enhances the goodwill and brand value of an organization. 
 In the branding literature, there is a general assumption that a favourable brand image has a positive impact on 
customer satisfaction. Andreassen and Lindestad (1998 b) proposed that image affects customer satisfaction 
through a filtering effect. Likewise, Davies et al. (2003) suggested that brand image correlates with customer 
satisfaction. Brand image has been recognized as an important antecedent of customer satisfaction. Hence, a 
positive bank brand image will tend to generate high customer satisfaction in the bank. The first hypothesis is 
described as follows: 
H1: Bank brand image has a positive effect on customer satisfaction.  
In addition, it is apparent from preceding studies that brand image has direct and/or indirect positive effects on 
loyalty or behavioural intention.  Fry (2002) discovered that brand image has a direct effect on loyalty. Chun 
(2002) found, in contrast, that brand image has an indirect influence on loyalty via customer satisfaction. 
Moreover, brand image could have both direct and indirect effects on loyalty (Andreassen and Lindestad ).  
Nevertheless, brand image can be certainly viewed as a predictor of customer loyalty. Thus, in the banking 
context, a positive hospital brand image appears to stimulate customer loyalty. The second hypothesis is thus: 
H2: Bank brand image has a positive effect on loyalty as measured by re-visit intention. 
 
4.0 Methodology 
4.1 Data collection instrument 
The instrument used to test the stated hypotheses was a questionnaire. Both closed and open ended questions 
were used and scale. Part A was to identify the general information about the respondent. Part B featured the 
measure of respondent’s level of agreement to brand image statements.  A questionnaire based on existing 
measurement scale was initially drafted. This draft questionnaire was then pre-tested with marketing managers 
from KCB to check its content validity and rectified accordingly. The rectified questionnaires were then 
delivered to the respondents by a research assistant to each of the institutions selected for the study to be 
collected later or immediately after the respondent complete providing the information. 
 
4.2 Sample for the study 
KCB was purposively selected for the study as it is one of the largest banks in Kenya in terms of assets. The 
questionnaires were sent to the management of the institution who has wide experience in brand management 
practices in the institution. About twenty questionnaires were served to the marketing managers and sales staff of 
the institutions.  
European Journal of Business and Management                                                                                                                               www.iiste.org 
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) 
Vol.5, No.21, 2013 
 
38 
In total, 18 among 20 distributed questionnaires were returned. Out of those, 2 were unusable questionnaires due 
to incomplete answers or missing data. Consequently, 16 usable questionnaires were ultimately used for further 
statistical analysis. Among the respondents, 58% were female, 42% male and 34 % were between the ages of 30 
and 40. 
5.0 Research findings and discussion  
The purpose of the research is to investigate the relationship between brand image, customer satisfaction and 
loyalty intention at Kenya commercial bank. The results show that brand image significantly related to customer 
satisfaction and loyalty intention, hence we can say that the hypothesis are fully supported. Finding of the study 
also suggested that customer satisfaction is the key of loyalty intention, on the basic of the finding we can say 
that there is positive relationship between customer satisfaction and loyalty intention, this is also to be say that if 
the users of banking services are satisfied then they may create base of loyalty easily, therefore we can say that 
second hypothesis is fully supported. The finding indicates the importance of brand image to the users of 
banking services as strength of mind about the brand loyalty as well as customer satisfaction. 
5.1 Contribution of the Research 
This research extends current service research by exploring the relationship between customer satisfaction, brand 
image and customer loyalty. In other words, this study demonstrates that customer’s perception of their 
interaction with a service company is influenced by the delivered service experience. This research has also 
some managerial implications. The marketers of the service providers can use the research results to leverage 
their brand equity through the delivery of a compelling customer experience in many aspects. By focusing on 
customer satisfaction, service brands have a holistic view of what they deliver to customers. Indeed service is 
today defined by many scholars as an experience (Lusch and Vargo, 2006; Schembri, 2006; Zomerdijk and Voss, 
2010) and following this logic, we recognize that the customer experience is in fact the company “product”. 
Therefore, all managerial functions and departments should be aligned to deliver an overall compelling customer 
experience through interactions with customers. For the future, this research should encourage researchers to 
explore the link between customer satisfaction and brand relationships in different service sectors such as, 
hospital industry, hotel industry, or airline industry. 
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